The article highlights the importance of brand evolution as a necessary component of successful marketing strategy. In particular the article emphasizes the decision to revitalize the core brand. Three key constructs are used as a framework for analyzing rebranding decisions, namely brand vision, brand orientation, and brand strategy implementation. It is proposed that the key to successful rebranding is the need to build each of these three components as well as ensuring that they are tightly linked and coordinated. The normative framework was applied to a major Canadian retailer, Canadian Tire, and found to be helpful in analyzing their rebranding. Lessons have been drawn from the case study, including the important role of advertising.
Rebranding is a major aspect of marketing and is critical for growing the brand, but there is a gap in the literature on the subject. Two earlier paradigms to brand evolution are noted and a new framework developed in this article based on case study research of a major Canadian retailer, Canadian Tire.
BRAND EVOLUTION
One source of knowledge about radical brand evolution is case studies. Scott Bedbury was involved with the radical revitalization of two famous brands, Nike and Starbucks (Bedbury, 2002) .
Ironically, each of these brands had gone through a period where the brand owners simply relied on hope or intuition that other stakeholders would comprehend the brand essence meaning. The development of the Just-Do-It campaign was associated with greater definition in Nike's brand mantra toward "Authentic, Athletic, Performance." Similarly the initial fuzzy Starbuck's brand identity was transformed into "Rewarding, Everyday, Moments." In both cases Bedbury used unorthodox market research, including issues based research and monitoring for Nike and a 500-year history of coffee houses for Starbucks. The subsequent greater clarity of the brand mantra (vision) facilitated the brand alignment inside each corporation (Bedbury, 2002) . Other cases could be added, but no one has used case material to formulate a general framework for brand evolution. Mark Foote, president of Canadian Tire Retail (CTR) , for his support of this research and for the material supplied in his RAC address (Foote, 2002) . Helpful and insightful indepth interviews were held with Tracy Fellows (marketing director, CTR) and Greg Kavander (group manager, Broadcast, Events & Promotions, CTR The book does highlight the urgent need for brands to evolve, which could include consideration of relationships, values, distributors, and emotions. But no detailed blueprint for rebranding is given. Another major contribution is the work by McEnally and de Chernatony (1999) who build on the study by Goodyear (1996) . A six-stage model of brand evolution is proposed, starting with unbranded goods and then evolving to "brand as reference" (with emphasis on functional differentiation), to "brand as personality" (with emphasis on emotional differentiation), to "brand as icon," to "brand as company," and finally to "brand as policy." McEnally and de Chernatony (1999) suggest that brands can enter at different stages and may not proceed through to the final destination. Indeed they suggest that stages three or four may be the apex for many companies, though the last two stages "represent the future for brands." Ikea is given as a role model for stage 5 and the Body Shop for stage 6.
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Their six-stage framework is contrasted to other dynamic branding models such as Park, Jaworski, and MacInnis (1986) A major gap in the above models of brand evolution is that the "supply" sidethat is, the role of management in design- The essence of radical brand evolution is the need to take a brand forward as part of a major strategic imperative.
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porate both the demand and supply aspects into their revised model of brand evolution, but there is a deliberate and strong focus on the consumer behavior interpretation of the model. All is not lost.
There has been a growing literature dealing with "brand orientation," that is, the extent to which the brand becomes a central and coordinating element or core of a marketing strategy. Brand orientation occurs when the strategy is built around the brand and all parts of the organization are tied into the brand and help implement the strategy accordingly. Urde (1999, p. 117) In summary, the brand visionorientation-strategy implementation framework is proposed as a potentially useful theory to evaluate brand evolution. Such a framework builds on and can be used in conjunction with the six-stage model of Goodyear (1996) and McEnally and de Chernatony (1999) . We propose to illus- The process of developing specific advertisements also had some unintended ben-
The process by which this rebranding was developed can be thought of as moving through three overlapping steps. In summary, although earlier rebranding paradigms have a major contribution to make, it is mainly in relation to the consumer perspective and to the brand concept redevelopment, that is, phase 1 of the case study. These earlier approaches miss or underrepresent the need for ensuring that appropriate brand orientation is in place (phase 2 of the case study) and that brand strategy implementation is managed robustly (phase 3 of the case study). There is some existing literature on brand orientation and brand strategy implementation, but that is usually in the static context of the prevailing brand. The total rebranding framework proposed in this article integrates brand vision, brand orientation, and brand strategy implementation.
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LESSONS LEARNED: EVOLVING OUR KNOWLEDGE OF REBRANDING
It is convenient to cluster the lessons in terms of the three components of the con- 
